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By analyzing retail news published between 2008 and 2011, we examined retrenchment and investment strategies employed by retailers in the U.S. in response to the Great Recession. We found four categories of retrenchment (store closings, buyouts, bankruptcies, and pull backs) and ﬁve categories of investment (market
expansion, product development, service development, strategic partnerships, and corporate social responsibility). Retrenchment decisions were constrained by retailers' ﬁnancial strength, whereas investment decisions
varied with ﬁrms' strategic orientations and resource capabilities. Findings of this study enhance theoretical
understanding of underlying factors of speciﬁc retrenchment and investment decisions that retailers pursued
during a challenging economic time.

1. Introduction
The Great Recession, which oﬃcially lasted from December 2007 to
June 2009, was one of the longest periods of recession since the Great
Depression (NBER, 2010) and had the slowest recovery since the 1960s:
between 2009 and 2014, Gross Domestic Product (GDP) rose a mere
10.8% (Pew Research Center, 2014). The retail industry is highly susceptible to business cycle swings, such as those brought by a recession,
due to a high correlation between GDP and consumer demand for discretionary retail products and services (Berman & Pﬂeeger, 1997). Accordingly, U.S. retail businesses experienced severe revenue losses and
were forced to re-evaluate existing strategies to prevent further losses or
sustain proﬁts (Baker, 2009). Recession can elicit varied strategic responses from businesses (Srinivasan, Rangaswamy, & Lilien, 2005).
During an economic downturn, conventional wisdom holds that businesses should cut costs via retrenchment, i.e., reducing cash outﬂow or
divesting non-core assets (Kitching, Blackburn, Smallbone, & Dixon,
2009). Retrenchment strategies at the disposal of retailers include layoﬀs, closing underperforming stores, and reducing marketing expenditures. Alternately, for some retailers, recession can be “an unexpected opportunity” to pursue investment strategies (Kitching et al.,
2009, p. v) by developing portfolios or new products or markets to cater
to changing consumer demands (Sands & Ferraro, 2010). However,
Gulati, Nohria, and Wohlgezogen (2010) contended that businesses
need both retrenchment and investment to survive a recession; neither
is suﬃcient alone.
Because businesses need more than one strategy to survive a recession, they need a deeper understanding of various turnaround
⁎
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strategies. However, few empirical studies have examined this topic,
the ﬁndings are fragmented, and the implications are limited to certain
business sectors (Gulati et al., 2010). For example, existing studies have
focused on speciﬁc areas such as ﬁnancial performance (Little et al.,
2011), marketing (Rollins, Nickell, & Ennis, 2014), innovation
(Hausman & Johnston, 2014); or on adaptive strategies of speciﬁc ﬁrms
(Lettice, Tschida, & Forstenlechner, 2014) or speciﬁc industries such as
food processing, maritime, and media industries (Makkonen, Pohjola,
Olkkonen, & Koponen, 2014). Although most recently, Mann, Byun, and
Li (2015) analyzed realignment strategies during recession, our understanding of retailers' retrenchment and investment strategies in response to the Great Recession is shallow and incomplete. More comprehensive research is needed to evaluate how various retailers coped
with the Great Recession (Brunk & Blümelhuber, 2011; Gulati et al.,
2010).
Because of the dearth in the literature, the ﬁrst goal of this study is
to examine retrenchment and investment strategies to provide holistic
understanding of strategic alternatives pursued by retailers from 2008
to 2011. Based on the year-over-year change in retail sales reported by
the U.S. Census Bureau, which showed a dramatic decline in sales between 2008 and 2009 and signiﬁcant recovery between 2010 and 2011,
we deﬁne 2008–2009 as the Recession period and 2010–2011 as the
recovery period. The second goal is to examine trends over time by
comparing strategies used during the Recession and in the recovery
period, a largely overlooked area in the literature. We focus on the U.S.
retail industry because it is critical to the U.S. economy: it is the largest
private employer in the U.S., supports 42 million jobs directly or indirectly, provides $1.6 trillion in labor income, and contributes $2.6
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are critical in disseminating information about businesses and therefore
have been used as an important tool for research. For example, Stice
(1991) studied earnings forecasts by collecting data from the Wall Street
Journal; Thompson, Olsen, and Dietrich (1987) examined the content
and timing of ﬁrm-speciﬁc news reported by the Wall Street Journal and
identiﬁed various overarching themes/categories (e.g., earnings, assets,
labor, and product related categories). In this study, we used NRF
newsletters to examine reports of retailers' strategic choices in the four
recessionary years. The NRF collects news from diverse sources, including the Wall Street Journal, NY Times, USA Today, Los Angeles Times,
Convenience Store News, Stores Magazine, Internet Retailer, and so on
(SmartBrief, n.d.), thereby ensuring the robustness of the ﬁndings. Each
SmartBrief newsletter consists of several sections: “Chain Restaurant
News,” “Top Story,” “Retail Technology,” “Industry Watch,” “Policy
and Government Aﬀairs,” “NRF News,” and “Sponsored Content.” Each
section summarizes news items with links to the original source for
further reading. Because the NRF newsletter is published daily, we used
purposeful sampling, the recommended sampling method for qualitative research (Creswell, 2014), to organize and summarize the data. We
sampled one newsletter per week from January 2008 to December 2011
and chose diﬀerent business days in each consecutive week to capture
any variations in content on diﬀerent days. Articles from “NRF News”
and “Sponsored Content” were excluded because they were not relevant
to our purpose. We referred to the original source when a summary was
vague or unclear. In total, our sample consisted of 210 newsletters,
2131 news summaries, and approximately 580 pages (double-spaced)
of news.
As noted earlier, we found far more reports of investment than retrenchment between 2008 and 2011. It could be argued that newsletter
data is somewhat biased because it may report more positive events
than negative events to present a more positive outlook on the
economy. However, research suggests that the media tend to cover
negative economic conditions more closely than positive conditions
(e.g., Hester & Gibson, 2003). For example, Goidel and Langley (1995)
reviewed the front pages of New York Times from 1981 to 1992 and
found more reports of negative economic events than of positive ones.
Therefore, given the media's general tendency to report more negative
economic news, the fact that our data showed more positive events (i.e.,
investment decisions) indicates that the reports we reviewed accurately
reﬂected retailers' turnaround strategies in response to the Great Recession.

trillion to the U.S. annually (PricewaterhouseCoopers, 2014). Therefore, success of retail businesses is a signiﬁcant indicator of economic
measures including job growth, consumer spending, and retail sales.
Speciﬁcally, we address three research questions:
(1) What types of retrenchment and investment strategies did retailers
adopt to cope with the Great Recession? Into what thematic categories can these strategies be classiﬁed? What were the most salient
categories?
(2) What motivated these decisions across various retailers?
(3) Were there any trends in retailers' retrenchment and investment
decisions during the Recession (2008–2009) and during recovery
(2010 −2011)?
Methodologically, we employed inductive research, which starts
bottom-up, using data to build broader themes and generate a theoretical explanation of the themes. As noted by Bonoma (1985), while
deductive studies that examine cause-and-eﬀect intend to conﬁrm or
disconﬁrm theory, inductive studies that seek to describe and explain a
new or relatively unknown phenomenon intend to build theory. Using
an inductive approach, our study contributes to theory building by
explaining a little-known phenomenon and enhancing understanding of
retailers' turnaround strategies from 2008 to 2011. We qualitatively
analyzed National Retail Federation (NRF) newsletters published between January 2008 and December 2011 to examine patterns of retrenchment and investment strategies, develop a set of theoretical
propositions, and build a conceptual framework explaining these patterns. Since the purpose of inductive research is discovery of new
concepts (Gioia, Corley, & Hamilton, 2012), existing constructs and
theories are not used to inform data collection and analysis. To ensure
that our ﬁndings and propositions were grounded in data and to avoid
bias in data analysis, we refrained from a priori review of the pertinent
literature, as recommended by Corbin and Strauss (1990). We tied our
ﬁndings to extant literature after analyzing the data.
Through investigating retailers' retrenchment and investment strategies in response to the Great Recession, we found that, contrary to
conventional wisdom, more retailers invested than retrenched between
2008 and 2011. We found more than ﬁve times as many reports of
retailers investing in various areas, including development of new
markets, products, services, and corporate social responsibility initiatives, than reports of retrenchment. Diﬀerent patterns and motivations were related to ﬁrms' resources and strategic orientations.
Turnaround strategies also diﬀered over time. Findings from this study
can beneﬁt retailers by providing a variety of alternatives for adjusting
resources and strategic focus during economic downturns. Our data
shows that a key turnaround strategy during the Great Recession was
innovation; therefore, we oﬀer signiﬁcant implications for responding
to periods of economic diﬃculty and creating policies that foster innovation and sustainable competitiveness for the U.S. retail industry.
In the following section, we discuss our methodological approach.
In section three, we discuss news reports of various types of retrenchment and investment decisions and highlight the underlying factors of
speciﬁc decisions. Finally, in section four, we draw conclusions and
review them within the context of existing research.

2.2. Data analysis
Inductive research can be based on several qualitative methodologies, including narrative, phenomenology, ethnography, case study,
and grounded theory, each of which serves a unique purpose (Creswell,
2014). This study used a grounded theory approach, which provides a
theoretical explanation of a phenomenon of interest by analyzing
themes and patterns that emerge from the data. We used Atlas.ti,
qualitative data analysis software, to analyze the data through various
steps. First, we used open coding to break down data into ﬁrst-level
concepts. This process involved reading through the data several times
and creating tentative labels to summarize what it represented. Second,
we used the constant comparison approach to identify and reﬁne
emergent themes as recommended by Creswell and Clark (2011). This
process involves searching for new information until the data does not
provide any new insights into the category. This ﬁrst-order analysis led
to a large number of categories. From the pool of open coding categories, we identiﬁed the central phenomenon of interest – economic
conditions – as a core category. Third, we performed axial coding to
identify related categories. In the initial phase of axial coding, we
identiﬁed codes that were directly associated with economic conditions. Next, as described by Gioia et al. (2012), we manually classiﬁed
codes that were related to an emerging theme into an appropriate category. For example, we identiﬁed 21 codes corresponding to retailers'

2. Method
2.1. Data collection
We used an inductive approach to examine retailers' retrenchment
and investment strategies. Inductive research is qualitative, gathering
data from observation, interviews, and documentary analysis
(Creswell & Clark, 2011). We used documentary analysis by sampling
from the archives of SmartBrief, a daily e-mail newsletter published by
the NRF. Miller and Skinner (2015) contended that newsletters are an
appropriate and useful data source for inductive research, as the media
25
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explorative (Auh & Menguc, 2005; He & Wong, 2004). Firms with an
exploitative orientation utilize existing knowledge by focusing on cost
cutting, organizational eﬃciency, or improving quality of existing
products or services. Firms with an explorative orientation discover
new knowledge by exploring opportunities to develop new products or
services. Consequently, exploitation entails incremental changes but
lower risk, whereas exploration entails revolutionary change but
greater risk (Auh & Menguc, 2005; Grant, 1991; He & Wong, 2004).
We found that within the constraints of organizational resources
(i.e., the level of ﬁnancial slack) and strategic orientations (i.e., explorative vs. exploitive), retailers made varied investments and retrenchment decisions to cope with the Great Recession (see Fig. 1).
Forty-one retailers were reported to be retrenching, as compared to 222
retailers that were investing (see Table 1), with 52 total reports of retrenchment and 577 total reports of investment. While the number of
reports of each strategy shows the overall patterns of retailers' decisions
and helps to gauge which strategies were most prevalent, the scale and
nature of each strategy diﬀered markedly. For example, among reports
of store closings, we found one report of Oﬃce Depot closing 110 stores
in the U.S. and another report of Starbucks closing 600 stores in the U.S.
and opening 1000 stores overseas. Therefore, to provide insights into
why certain companies engaged in speciﬁc strategies, we discuss the
context of each strategy in the following sections.

Table 1
Number and format of retailers reported.
Retrenchment investment

Format

F

Convenience
Department store
Discount
Oﬀ-price
Online
Pharmacy
Restaurant
Specialty
Supermarket
Warehouse
Total

–
4
–
5
–
1
7
19
4
2
41

1
14
3
3
5
5
71
88
29
3
222

Note — Categories of restaurants included fast food, casual dining, café, bakery, and ice
cream. Specialty categories included books, clothing, electronics, footwear, home goods,
jeweler, media, toys, and oﬃce supplies.

store closings; therefore, we classiﬁed these codes into the category
labeled “store closing.” Fourth, we conducted a second-order analysis to
examine each of the related categories. Related categories that emerge
in axial coding are critical to understand the core phenomenon (i.e.,
economic conditions), as these can be causal conditions inﬂuencing the
core phenomenon, strategies addressing the phenomenon, the context
that shapes these strategies, or the consequences of undertaking the
strategies (Corbin & Strauss, 1990). Lastly, we reexamined the data by
treating each related category as a core phenomenon and open-coded
the data into appropriate categories. Two coders generated initial categories through open coding, and the third coder reviewed the categories. All three coders then discussed the initial categories to resolve
any inconsistencies in the coding; if data ﬁt more than one category, the
three coders agreed to attribute it either to a single category or to a set
of categories that it represented. We iterated this process several times
to ensure that data were appropriately categorized (see Table 1). Lastly,
we reviewed theories and concepts in extant literature to develop
propositions that explained the underlying phenomena indicated by the
data.

3.1. Retrenchment strategies
Intense competition in diﬃcult market conditions pushes companies
to be more creative and innovative and motivates them to take risks and
explore
new
avenues
of
growth
(Auh & Menguc,
2005;
Hausman & Johnston, 2014). However, explorative activities do not
always beneﬁt ﬁrms under economic pressure (He & Wong, 2004). Because the beneﬁts of exploration may be uncertain and distant, companies must use exploitive activities to survive. Retrenchment can be a
strategic solution during recession when the margin between cash inﬂow and outﬂow often shrinks (Rollins et al., 2014). Our ﬁndings
suggest that many retailers, both with and without signiﬁcant ﬁnancial
slack, responded to the Great Recession through retrenchment by exploiting existing resources to improve operational eﬃciency. We found
that 2008–2011 was riddled with retrenchment in the forms of (a) store
closings (f = 21), (b) buyouts/takeovers (f = 18), (c) bankruptcies
(f = 10), and (d) pull backs (f = 3) (see Fig. 2). Our data showed 55
reports of retrenchment during the four years, with a slightly greater
number of reports during the Recession (f = 17 in 2008; f = 11 in
2009) than during recovery (f = 11 in 2010; f = 13 in 2011).

3. Findings and propositions
Businesses tended to react quickly to the recessionary conditions
after credit markets tightened in late 2008 by cutting spending,
managing cash ﬂows more conservatively, and slowing investment
(Bryan & Farrell, 2008). Through iterative data analysis, we identiﬁed a
number of investments and retrenchment decisions retailers made in
the wake of the Great Recession (see Fig. 1). According to resourcebased theory, ﬁrms make strategic decisions to align with the external
environment within the limits of their resources and capabilities (Grant,
1991). Considering that recession brings both threats and opportunities,
businesses must decide whether to save cash in anticipation of threats
or to utilize it to exploit opportunities (Nason & Patel, 2016). Consequently, businesses respond to recession diﬀerently: while some invest
in new opportunities, others focus on cost reduction and savings
(Makkonen et al., 2014; Srinivasan et al., 2005). Furthermore, some
retrenchment or investment decisions could be part of larger corporate
strategy, rather than directly inﬂuenced by the economic crisis, because
strategic decisions are related to the ﬁrm's overall business strategy
(Haynes, Thompson, & Wright, 2003). Nevertheless, as suggested by
resource-based theory, the success of such decisions relies on the ﬁt
between corporate strategy and the changing external environment
(Grant, 1991).
An organization's resources include both physical assets and intangible assets, such as knowledge accumulated from organizational
learning which enables a ﬁrm to implement eﬃcient and eﬀective
strategies (Auh & Menguc, 2005; Grant, 1991). The literature suggests
two types of organizational learning orientations: exploitative and

(a) Store closings. Store closing was the most common retrenchment
strategy (f = 21), reported most frequently in 2008 (f = 10), followed by a downward trend (f = 5 in 2009; f = 3 in 2010; f = 3 in
2011). Many retailers in diverse formats, including French
Connection, Starbucks, Oﬃce Depot, Sam's Club, Big Lots, and
Williams-Sonoma, closed underperforming stores. For example, in
2008, Oﬃce Depot closed 112 stores that were underperforming or
did not ﬁt their corporate strategy. Three retailers (Starbucks, Sam's
Club, and Big Lots) accompanied store closings with a shift into new
markets. In other instances, store closings were part of a larger
strategic overhaul; for example, Zales closed dozens of stores in
2008 while remodeling other stores, launching a new advertising
campaign, and improving merchandising strategies.
(b) Buyouts/takeovers. The second most common retrenchment strategy
was retailers soliciting buyers and auctioning themselves (f = 18),
with three instances reported in 2008 (Bob's Stores, Starbucks, and
Charming Shoppes), two in 2009 (Barneys and Filene's Basement),
six in 2010 (Outback, CKE Restaurants, Zales, Limited Brands,
Destination Maternity, and BJ's), and seven in 2011 (Delia,
Wendy's, Mexx, Long John Silver's, Charming Shoppes, and
Talbots). For example, Outback Steakhouse's parent company
26
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Organizational Orientation
Explorative
Significant
Financial Slack

Limited
Financial Slack

Exploitive

(+) Investment in market expansion
through geographical expansion
and acquisition
(+) Investment in market expansion
through diversification
(+) Investment in product and
service development
(+) Investment in strategic
partnerships
(+) Investment in CSR initiatives
catered towards charitable
initiatives

(-) Retrenchment via store closings,
buyout/takeovers, and pull backs
(+) Investment in market expansion
through channel expansion
(+) Investment in CSR initiatives
focusing on green consumption
and reduction of greenhouse gas
to increase energy efficiency and
control emission

External Business Environment
Fig. 1. Conceptual model of investment and retrenchment strategies in a challenging business environment.
Note: Strategies that require limited ﬁnancial slack can be pursued by companies with signiﬁcant ﬁnancial slack, but not vice-versa.

Penny) and one in 2009 (Inditex). There were no reports of pull
backs in the recovery period.

sought buyers for its foreign locations to pay debt and revitalize its
U.S. business. Buyout/takeovers were more frequent during recovery (f = 6 in 2010; f = 7 in 2011) than during the Recession
(f = 3 in 2008; f = 2 in 2009).
(c) Bankruptcies. Ten news items reported bankruptcies: two in 2008
(Goody's Family Clothing and The Parent Company), three in 2009
(The Parent Company, Bruno's, and Filene's Basement), two in 2010
(Blockbuster and Movie Gallery), and three in 2011 (all about
Borders). The challenging retail environment was a factor in the
bankruptcies of Goody's Family Clothing and The Parent Company.
Filene's Basement, Borders, and Blockbuster were reported to be
reorganizing to revitalize the business. The number of bankruptcy
reports remained consistent over time (f = 2 in 2008; f = 3 in
2009; f = 2 in 2010; f = 3 in 2011).
(d) Pull backs. We found three reports of pull backs from initial expansion plans during the Recession: two in 2008 (Tesco and JC

18
16
14
12
10
8
6
4
2
0
Store closings
Buyout/takeover
Bankruptcies
Pull backs
Total

2008
10
3
2
2
17

Retrenchment can either be part of normal change or indicate crisis
conditions where rapid or major structural adjustments are needed
(Wright, 1985). For some retailers, internal weaknesses can lead to
drastic structural adjustments (e.g., bankruptcies) (Wright, 1985).
While we found bankruptcies were steady over time, the timing of
bankruptcies tends to be determined by greater or lesser internal
weaknesses, so that some retailers were forced to exit sooner rather
than later. However, we found that less-critical adjustments, such as
store closings, were more frequent during the Recession than in the
recovery period. Retailers were more involved in optimizing operational performance or generating cash during the Recession. We also
found more reports of companies soliciting buyouts during recovery
than during the Recession, suggesting that opportunities to acquire

2009
5
2
3
1
11

2010
3
6
2
0
11

Fig. 2. Summary of retrenchment strategies reported.

27

2011
3
7
3
0
13
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200
180
160
140
120
100
80
60
40
20
0
Market expansion
Product development
Service development
Strategic partnership
CSR initiatives
Total

2008
66
52
20
22
19
179

2009
59
39
18
18
17
151

2010
62
43
24
8
7
144

2011
56
28
10
4
5
103

Fig. 3. Summary of investment strategies reported.

perform better after recession were those that were able to control costs
by increasing operational eﬃciency and that invested in R & D, marketing, and other assets such as machinery (Gulati et al., 2010). We
contribute to this line of literature by documenting various investment
activities, both explorative and exploitative. Furthermore, our propositions explain the interplay between ﬁnancial slack and investment
strategy pursued and the motivation behind these strategies.
As illustrated in Fig. 1, our data indicated a ﬂurry of explorative
activities, such as a large number of investments in new markets,
mainly through geographical expansion, acquisitions, and diversiﬁcation. Geographic expansion and acquisitions were pursued by retailers
with signiﬁcant ﬁnancial slack. Furthermore, many retailers pursued
explorative strategies by developing new products and services, some of
which were launched through inter- and intra-industry partnerships.
Simultaneously, retailers exploited existing resources by expanding
online/oﬄine channels and corporate social responsibility (CSR) initiatives promoting green consumption and greenhouse gas control.
Retailers also invested in CSR initiatives catered towards charitable
ventures, which have been shown to generate positive consumer outcomes (Lii & Lee, 2012). CSR initiatives have been noted as an eﬀective
strategy to recover from recession and build long-term competitive
advantage (Sands & Ferraro, 2010).
Speciﬁcally, our data revealed that from January 2008 to December
2011, retailers pursued investments mainly through (a) market expansion (f = 243), (b) product development (f = 162), (c) service development (f = 72), (d) strategic partnerships (f = 52), and (e) CSR
initiatives (f = 48) (see Fig. 3). As noted earlier, reports of investment
strategies in the ﬁve categories were more frequent during the Recession (f = 179 in 2008; f = 151 in 2009) than during recovery (f = 144
in 2010; f = 103 in 2011). These ﬁndings suggest that severe economic
conditions push companies to innovate and to balance risks and opportunities to adapt to the changing business environment (Rollins
et al., 2014). During recession, strategies should be carefully formulated as consumers become more reluctant to spend and may not
settle for products that do not precisely meet their needs (Favaro,
Romberger, & Meer, 2009). Favaro et al. (2009) asserted that businesses
are less likely to generate additional revenues from their loyal customers during recession because of consumers' unwillingness to spend
more. Similarly, Köksal and Özgül (2007) argued that businesses should
focus on attracting new customers because customers often engage in
comparison shopping during recession. Auh and Menguc (2005) also
contended that intense competition compels companies to compete in
new ways, take risks, and invest in new products and services to cater to
altered consumer needs. In support of these assertions, we found more
investment activities during the Recession than during recovery.

struggling businesses are more prevalent during recovery. However,
Wilson, Wright, Siegel, and Scholes (2012) found that when companies
are bought out by a private equity ﬁrm before or during recession, they
experience higher productivity (5–15%) and proﬁtability (3–5%) than
comparable ﬁrms that do not experience such a transaction. A majority
of buyouts reported in our data were backed by private equity ﬁrms; for
example, private-equity ﬁrms Versa Capital Management and Crystal
Capital purchased Bob's Stores in 2008. Therefore, soliciting buyouts
during recession can enable timely restructuring to promote growth and
proﬁtability.
Furthermore, previous studies have suggested that a business's form
of retrenchment can be strongly associated with its ﬁnancial position
and corporate strategy (Haynes et al., 2003). Our data showed that the
motivations for retrenchment varied with ﬁrms' ﬁnancial strength or
strategic goals (organizational restructure, optimization of operational
performance, or cash generation). The Great Recession forced some
ﬁnancially unstable ﬁrms into bankruptcy. For example, with $900
million in debt, Blockbuster was forced to ﬁle Chapter 11. In some
cases, even ﬁnancially healthy retailers retrenched. For example,
French Connection sold its subsidiary brand Nicole Frahi to generate
cash. Although Williams-Sonoma experienced a 12.9% increase in net
revenue in 2010, it divested assets by closing stores in multi-store
markets to cut costs and increase sales-per-square feet. Accordingly, we
propose the following:
P1a: As a turnaround strategy, retailers use retrenchment strategies,
mainly in the form of (a) store closings, (b) buyouts/takeovers, (c)
bankruptcies, and (d) pull backs, with store closings being the most
prevalent. While bankruptcies tend to be steady over time, store closings and pull backs tend to be more frequent during recession, and
soliciting buyouts/takeovers tends to be more common during recovery.
P1b: A retailer's ﬁnancial strength may inﬂuence its form of retrenchment. Financially unstable retailers tend to retrench through
bankruptcy. However, during recession, even ﬁnancially stable retailers
may retrench by closing underperforming stores, auctioning non-core
assets, and exercising pull backs, with primary goals of restructuring
the organization, optimizing operational performance, and generating
cash.

3.2. Investment strategies
Recession is not always viewed as a threat: for some it can be an
opportunity (Srinivasan et al., 2005). Some retailers invest in new
products, services, or markets during recession (Pearce & Michael,
1997). Previous studies have found that companies that tended to
28
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70
60
50
40
30
20
10
0
Geographical expansion
Acquisitions
Diversification
Channel expansion
Total

2008
37
21
8
0
66

2009
42
12
5
0
59

2010
39
10
10
3
62

2011
39
9
6
2
56

Fig. 4. Investment strategies in market expansion.

category or a new market segment. Unlike geographical expansion,
diversiﬁcation involves developing altered oﬀerings to cater to a
diﬀerent market (Levy, Weitz, & Grewal, 2014). Our data revealed
29 reports of diversiﬁcation, including ﬁve reports of retailers
seeking opportunities in niche/underserved markets, such as big
and tall, new moms, and frugal consumers. For example, Tiﬀany
launched a new handbag line because frugal customers tend to buy
handbags instead of jewelry during economic downturns. In addition, retailers diversiﬁed by experimenting with smaller format or
new concept stores (e.g., Walmart, Target, Safeway, SUPERVALU,
OﬃceMax, RadioShack, and Best Buy). Diversiﬁcation remained
fairly consistent over time (f = 8 in 2008; f = 5 in 2009; f = 9 in
2010; f = 6 in 2011).
(d) Channel expansion. We found ﬁve reports of channel expansion, all
during the recovery period (f = 3 in 2010; f = 2 in 2011). Several
brick-and-mortar retailers extended their oﬀerings through developing or expanding an online channel. Small businesses showed a
general trend of investing in website development for sales growth.
For example, independent bookstores invested in websites to compete with large retailers such as Amazon. Rollins et al. (2014) also
found that investment in e-marketing increased signiﬁcantly during
the Great Recession.

3.2.1. Market expansion
Expanding into diverse markets can help retailers become recessionresilient (Andersson & Mattsson, 2010; Archibugi, Filippetti, & Frenz,
2012). Our data revealed that the most salient investment strategy
between 2008 and 2011 was market expansion (f = 243) and that
commonly used expansion strategies were (a) geographical expansion
(f = 157), (b) acquisitions (f = 52), (c) diversiﬁcation (f = 29), and (d)
channel development (f = 5). We found a slightly greater number of
reports during the Recession (f = 66 in 2008; f = 59 in 2009) than
during recovery (f = 62 in 2010; f = 56 in 2011) (see Fig. 4).
(a) Geographical expansion. Economically challenging domestic markets
push ﬁrms to expand in foreign markets to diversify their portfolios
(Sands & Ferraro, 2010). Additionally, foreign ﬁrms with ﬁnancial
slack can expand overseas when asset prices in host counties are
low, thereby encouraging cross-border investment (Sauvant,
Maschek, & McAllistoer, 2009). We found 157 reports of geographical expansion, the most frequently reported investment
strategy between 2009 and 2011. Our data showed two underlying
themes: domestic and international expansion. We found several
reports of U.S. retailers expanding overseas. For example, specialty
brands Hot Topic and Victoria's Secret opened their ﬁrst Canadian
stores. We also found reports of foreign retailers expanding into the
U.S. market, including Canada's Lululemon Athletica, U.K.'s AllSaints, Sweden's H & M, Spain's Zara, and Japan's Uniqlo. Geographical expansion was fairly consistent over time (f = 37 in
2008; f = 42 in 2009; f = 39 in 2010; f = 39 in 2011). Financial
strength can be critical for geographical expansion. For example,
according to its 2008 annual ﬁnancial report, Zara expected capital
expenditures of 600 million Euros to open new stores and refurbish
existing stores.
(b) Acquisitions. Recession may allow ﬁnancially strong companies to
develop their portfolios by acquiring struggling businesses
(Bradley & Taylor, 1992). Our data revealed 52 reports of investment through acquisitions, with more reports during the Recession
than during recovery and with the number of reports gradually
decreasing over time (f = 21 in 2008; f = 12 in 2009; f = 10 in
2010; f = 9 in 2011). Speciﬁcally, we found a number of reports of
horizontal acquisitions – acquisitions of companies in the same
industry and in the same stage of production. For example, Jones
Apparel Group (a ﬁnancially healthy corporate group with revenues
growing from $3643 million in 2010 to $3785 million in 2011) bid
in 2011 to acquire the designer shoe company Jimmy Choo. We
also found reports of large conglomerates and investment companies with signiﬁcant slack resources acquiring other businesses. For
example, Advent International acquired 14 businesses between
2008 and 2011.
(c) Diversiﬁcation. Diversiﬁcation is expanding into a diﬀerent product

Previous research has suggested that when companies face environmental threats, those with more ﬁnancial slack are more likely to
take risks, whereas companies with less ﬁnancial slack are pressured to
conserve slack by introducing variations of existing product-market
domains (Voss, Sirdeshmukh, & Voss, 2008). Similarly, we found that
organizational ﬁnances inﬂuenced retailers' strategic decisions about
market expansion. Thus, we propose the following:
P2a: As a turnaround strategy, retailers tend to invest in market
expansion, mainly through (a) acquisitions, (b) geographical expansion,
(3) diversiﬁcation, and (4) channel expansion, with geographical expansion being the most salient. While acquisitions tend to be pursued
more aggressively during recession, geographical expansion and diversiﬁcation tend to be pursued steadily during recession and recovery.
P2b: Retailers with signiﬁcant ﬁnancial slack tend to invest in acquisitions and geographic expansion. However, retailers both with and
without signiﬁcant ﬁnancial slack tend to commit ﬁnancial resources
more conservatively by diversifying into new products or markets and
expanding channels.
3.2.2. Product development
Retailers that explore new product development have been shown
to cope better with economic crisis (Archibugi et al., 2012). Speciﬁcally, developing niche products during recession tends to ensure a
strong recovery (Roberts, 2003) because niche products cannot easily
be substituted (Pearce & Michael, 1997). Product development was the
29
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Fig. 5. Investment strategies in product development.

(d) Lines for niche/underserved markets

second largest theme in our data (f = 162), with a greater number of
reports during the Recession (f = 52 in 2008; f = 39 in 2009) than
during recovery (f = 43 in 2010; f = 28 in 2011) (see Fig. 5). Common
product development strategies included (a) new/upgraded lines
(f = 49), (b) health- and environmentally-conscious lines (f = 39), (c)
exclusive/premium lines (f = 33), (d) lines for niche/underserved
markets (f = 31), and (e) lower-priced lines (f = 10).

We found 31 reports of development of products serving niche or
underserved markets. Such products were often geared towards
Hispanic consumers; for example, low-cost food retailers such as Food
Lion and Sam's Club expanded Spanish food oﬀerings. Hispanic consumers accounted for 50% of U.S. population growth from 2010 to
2015 and their buying power is expected to continue to rise (Nielson,
2016). Therefore, the Hispanic market is a key segment for the U.S.
retail industry. Some retailers explored services for consumers' special
needs, such as deal sites for pet lovers (e.g., PetDeal.com). Lines for
niche/underserved markets were introduced more frequently during
the Recession (f = 12 in 2008; f = 5 in 2009) than during recovery
(f = 8 in 2010; f = 6 in 2011).

(a) New/upgraded lines
Line extension is adding new or upgraded item(s) into the same line
to provide a wider variety of goods under a single brand (Hardie et al.,
1994). Line extensions are a low-cost and low-risk strategy (Hardie
et al., 1994). We found 49 reports of line extension, including chain
restaurants (e.g., McDonald's, Subway, and Starbucks), mass discounters (e.g., Target and Walmart), convenience stores (e.g., 7Eleven), electronics/books/entertainment retailers (e.g., Best Buy,
Blockbuster, AT & T, and Borders), online retailers (e.g., Amazon),
specialty apparel retailers (e.g., American Eagle, Levi's, and Lululemon), department stores (e.g., Macy's and Saks), and luxury retailers
(e.g., Tiﬀany and Bergdorf Goodman). Line extensions were more frequent during the Recession (f = 18 in 2008; f = 11 in 2009) than
during recovery (f = 14 in 2010; f = 7 in 2011).

(e) Lower priced lines
We found only 10 reports of introducing lower-priced lines. Most
reports involved specialty food chains (e.g., Starbucks and Chipotle).
Non-food retailers who launched lower-priced lines included retailers
with diﬀerentiation focus, such as Ralph Lauren (lower-priced apparel
and home furnishings) and Designer Halston (lower-priced Halston
Heritage Brand at Neiman Marcus). Reports of introducing lower-priced
lines remained fairly consistent during the Recession (f = 2 in 2008;
f = 4 in 2009) and during recovery (f = 3 in 2010; f = 1 in 2011).
Strategic positioning of a company seemed to inﬂuence the nature
of product development strategies. Diﬀerentiation-focused retailers
were likely to develop lower-priced products to cater to increasingly
frugal consumers, whereas cost-focused retailers tended to launch
premium lines to attract upscale shoppers who were trading down to
cheaper products.
Accordingly, we propose the following:
P3a: As a turnaround strategy, retailers tend to invest in product
development to align their value proposition with changing customer
needs, emphasizing special product lines more than lowered prices. The
major forms of product development include introducing new/upgraded lines, health-/environmentally-conscious lines, exclusive/premium lines, lines for niche/underserved markets, and lower-priced
lines. Such investments tend to be pursued more actively during recession than during recovery.
P3b: As a turnaround strategy, retailers tend to invest in product
development to expand their market coverage and grow sales.
Speciﬁcally, diﬀerentiation-focused retailers tend to develop more affordable products to cater to increasingly frugal customers, whereas
cost-oriented retailers tend to invest in more exclusive/premium lines
to attract upscale shoppers who are trading down to cheaper alternatives. Additionally, retailers tend to invest in developing new/upgraded lines to attract niche/underserved markets and health- and environmentally-conscious consumers.

(b) Health- and environmentally-conscious lines
We found 39 reports of new products for health- and environmentally-conscious consumers. For example, some convenience
and grocery stores introduced fresh, local, and organic food (e.g., 7Eleven and Whole Foods) and restaurants introduced low-calorie menus
(e.g., Appplebee's, IHOP, and Dunkin’ Donuts). Green initiatives also
extended to non-food categories. For example, H & M launched a sustainable apparel collection and organic skin-care products, and Toys R
Us introduced an eco-friendly toy line. Reports of health- and environmentally-conscious lines were more frequent during the Recession
(f = 14 in 2008; f = 9 in 2009) than during recovery (f = 10 in 2010;
f = 6 in 2011). We found that businesses used sustainability initiatives
to develop competitive advantage during the Great Recession, a ﬁnding
corroborated by Lieb and Lieb (2010).
(c) Exclusive/premium lines
We found 33 reports of development of exclusive and premium lines.
Premium lines were most frequently developed by mass retailers who
traditionally focused on low cost, such as Walmart, to cater to upscale
demographics. By contrast, luxury department store Saks chose to focus
on more aﬀordable exclusive lines. One report noted a trend of designers
signing exclusive deals with retailers to reach more customers and grow
sales. Reports of exclusive/premium lines remained fairly consistent over
time (f = 6 in 2008; f = 10 in 2009; f = 9 in 2010; f = 8 in 2011).
30
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(b) Online/mobile services

3.2.3. Service development
Service development can allow retailers to diﬀerentiate themselves
amidst intensifying competition and environmental uncertainty
(Sands & Ferraro, 2010). Retailers can improve market performance
when they invest in new products and services to better address
changing customer needs (Yalcinkaya, Calantone, & Griﬃth, 2007).
Furthermore, retailers that focus on both investing and controlling costs
are likely to perform well post-recession (Gulati et al., 2010). For example, a retailer may close some underperforming facilities while introducing new services to diﬀerentiate itself from competition. We
found 72 reports of service development, with a relatively steady
number until 2010 and then a drop in 2011 (f = 20 in 2008; f = 18 in
2009; f = 24 in 2010; f = 10 in 2011) (see Fig. 6). The service development categories included (a) in-store services (f = 44) and (b) online/mobile services (f = 28).

We found 28 reports of retailers using online/mobile media for
adding new services. For instance, Nine West launched a Facebook
shopping application. CVS Caremark launched an interactive Web and
mobile service for customers to manage their prescriptions, access their
medical history, and learn about health care discounts. Reports of retailers introducing online/mobile services remained fairly consistent
during the Recession (f = 6 in 2008; f = 6 in 2009) and during recovery (f = 9 in 2010; f = 7 in 2011).
Accordingly, we propose the following:
P4: As a turnaround strategy, retailers tend to invest in service development in two primary categories: in-store services and mobile/
online services, with in-store services more salient during recession
than during recovery. Retailers' investments in new services tend to
driven by two main goals: (a) to expand their existing oﬀerings and
explore new market opportunities and (b) to attract consumers who
have become more careful spenders.

(a) In-store services
We found 44 reports of oﬀering additional in-store services. For
instance, several pharmacies and grocery stores (e.g., CVS, Walgreens,
Walmart, and Target) added health services such as in-store health
clinics and improved customer experience through nutrition labeling
and scoring systems and multi-lingual drug instruction labeling.
Another area of service development was in-store services to provide
convenience and pleasant experiences for shoppers. For example,
Meijer and Container Shop launched in-store pickup services. These
reports remained fairly consistent until 2010 and then dropped signiﬁcantly in 2011 (f = 14 in 2008; f = 12 in 2009; f = 15 in 2010;
f = 3 in 2011).

3.2.4. Strategic partnerships
One way for businesses to withstand an economic downturn is to
forge new partnerships to enter or expand into new markets
(Andersson & Mattsson, 2010). We found 52 reports of retailers seeking
and forming partnerships with other channel members to launch new
products or services or oﬀer special promotions. Our data revealed two
main forms of strategic partnerships: (a) inter-industry partnerships
(f = 40) and (b) intra-industry partnerships (f = 12). The majority
were reported during the Recession with a signiﬁcant drop during recovery (f = 22 in 2008; f = 18 in 2009; f = 8 in 2010; f = 4 in 2011)
(see Fig. 7).
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(a) Inter-industry partnerships

(c) Greenhouse gas initiatives

Inter-industry partnership involves partnerships with companies
outside of the retail industry. We found 40 reports of inter-industry
partnerships, with most occurring during the Recession (f = 16 in
2008; f = 16 in 2009; f = 5 in 2010; f = 3 in 2011). Many such partnerships were formed to launch new products, services, or promotions.
We found 14 reports of partnerships with celebrities, sports leagues, TV
channels, and so on to implement short-term promotions. Several were
formed with companies from supporting industries; for example,
BestBuy partnered with CinemaNow, an online video provider, to develop a movie downloading service. We also found two reports of retailers partnering with the government or non-proﬁt organizations to
move towards sustainability.

Several retailers invested in greenhouse gas initiatives to increase
energy eﬃciency and control emissions. For example, Walmart and
HEB used solar panels to reduce energy consumption. Safeway invested
in cleaner-burning biodiesel fuel, and retailers including Best Buy,
Home Depot, J.C. Penney, Lowe's, Target and Walmart worked on initiatives to reduce the air pollution from moving cargo. We found 18
reports of greenhouse gas initiatives, with a greater number during the
Recession (f = 10 in 2008; f = 5 in 2009) than during recovery (f = 2
in 2010; f = 1 in 2011).
(d) Green consumption initiatives
We found 17 reports of retailers incorporating green product initiatives to lower operating costs as well as attract environmentally
conscious customers. Six reports were of retailers promoting sustainable
or healthy products. For example, Metro launched a green program to
educate consumers about eco-friendly products, reusable bags, and locally grown produce. Green product initiatives included promoting
healthy eating by lowering fat content and oﬀering meals with more
vegetables. Reports of green consumption initiatives were more salient
during the Recession (f = 8 in 2008; f = 6 in 2009) than during recovery (f = 1 in 2010; f = 2 in 2011).

(b) Intra-industry partnerships.
We found 12 reports (f = 6 in 2008; f = 2 in 2009; f = 3 in 2010;
f = 1 in 2011) of retailers partnering with other retailers in the same
industry or in the same stage of the value chain. Organizations form
relationships with new partners to explore new opportunities
(Beckman, Haunschild, & Phillips, 2004). Intra-industry partnerships
were more frequent during the Recession. For example, Rite Aid and
Drugstore.com formed a strategic relationship to launch a Rite Aid
online store.
Accordingly, we propose the following:
P5: As a turnaround strategy, retailers tend to invest in inter-industry and/or intra-industry partnerships to explore growth opportunities. Such decisions tend to be more salient during recession than
during recovery and tend to be driven by long-term goals (e.g., developing new products/services or entering new markets) and short-term
goals (e.g., promotion/marketing).

(e) Charitable initiatives
Cause-related eﬀorts were important in fostering customer and
employee loyalty. Sears' “Heroes at Home” program reached out to
soldiers and veterans. Payless Shoes created the “Payless Gives Shoes 4
Kids” program to distribute free or discounted shoes. We found 13 reports of retailers launching charitable initiatives, which were most
frequent in 2009 and dropped over time (f = 1 in 2008; f = 6 in 2009;
f = 4 in 2010; f = 2 in 2011).
Although CSR initiatives have traditionally been based on altruistic
motives, charitable ventures are now more commonly seen as an investment driven by market-based factors (e.g., peer inﬂuence and stakeholder preferences) to promote competitive advantage and proﬁtability (Brammer & Millington, 2004). Retailers need sustainable longterm competitiveness to prevent consumer ﬂight and retain loyalty
during and after recession. CSR can be an eﬀective long-term strategy
that aids in recovering from recession and building competitive advantage by providing consumers an additional incentive by being more
conscious and sustainable (Sands & Ferraro, 2010).
Accordingly, we propose the following:
P6: As a turnaround strategy, retailers tend to invest in CSR in-

3.2.5. Corporate social responsibility (CSR) initiatives
A study by A. T. Kearney indicated that companies performed better
during recession when they committed to sustainability practices
(Mahler, Barker, Belsand, & Schluz, 2009). Hampson and McGoldrick
(2013) also found that a niche segment of consumers continued to seek
socially responsible products during recession. We found 59 reports of
retailers that pursued CSR initiatives as a turnaround strategy. These
reports fell into three major categories: (a) greenhouse gas initiatives
(f = 18), (b) green consumption initiatives (f = 17), and (c) charitable
initiatives (f = 13), with signiﬁcantly more reports during the Recession (f = 19 in 2008; f = 17 in 2009) than during recovery (f = 7 in
2010; f = 5 in 2011) (see Fig. 8).
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economic subsidies should encourage competition and innovation to
maintain and promote a healthy business environment during recession.

itiatives to appeal to consumers who become more careful spenders.
Green consumption initiatives tend be adopted to increase market share
by attracting environmentally conscious customers. Greenhouse gas
initiatives tend be adopted to reduce operation costs and appeal to
customers by exhibiting responsible corporate citizenship. Charitable
initiatives tend be adopted to raise funds for speciﬁc causes and foster
brand loyalty through community support/involvement. These CSR
initiatives tend to be more actively pursued during recession than
during recovery.

4.2. Limitations and directions for future research
According to NBER and IMF, there have been six periods of recession since 1960, lasting an average of 11 months with 1.7% output
decline (Claessens & Kose, 2012; NBER, 2010). However, the Great
Recession was the longest (18 months) and deepest (3.7% decline in
output) since 1960 (Claessens & Kose, 2012). Therefore, we caution that
our ﬁndings are based on the longest and deepest recession since 1960
and that all recessions may not be as severe.
Our study provides a comprehensive overview of various investment and retrenchment strategies adopted by the U.S. retail industry
from 2008 to 2011. Future research may conduct longitudinal studies of
speciﬁc retailers to compare strategies during the recession and in the
recovery period. Insights into which strategies are more likely to succeed in turbulent economic times will guide retailers to better cope with
future challenges. It could also be beneﬁcial to examine and contrast
diﬀering business strategies before and during recession. Furthermore,
because retailers' strategic decisions in response to a recession may vary
across countries (Archibugi et al., 2012), cross-cultural studies of retailers operating in a diﬀerent business environment is warranted.

4. Discussion
4.1. Conclusions and implications
The literature suggests that survival and proﬁtability during recession depends on an appropriate balance between exploration and exploitation (March, 1991). We found that retailers with strong strategic
positioning (e.g., Sam's Club, Starbucks, and Oﬃce Depot) tended to
balance exploitive and explorative activities. For example, Starbucks
exploited existing resources by auctioning non-core assets (music
label), closing 600 stores, and investing in renewable energy. Simultaneously, Starbucks explored new investment opportunities by
opening nearly 1000 stores overseas. On the other hand, some retailers
were unable to balance exploitation and exploration; some retailers
facing crisis conditions were forced to retrench through auctions or
bankruptcy (e.g., The Parent Company, Bruno's, and Filene's Basement).
Declining ﬁrm performance is inﬂuenced by both industry contraction
and ﬁrm-speciﬁc problems (Barker & Duhaime, 1997). We found that in
a period of industry contraction, some retailers were able to turn
around, while others with more serious internal problems were forced
to withdraw. This ﬁnding emphasizes that retailers must strategically
balance exploitation and exploration to survive recession.
The ﬁndings of our study provide theoretical guidelines for retailers
to reassess their business strategies and practical implications for difﬁcult economic periods. To determine what strategies can help businesses survive and perform better during and after recession, we draw
conclusions and implications grounded in our ﬁndings and studies from
the extant literature (e.g., Auh & Menguc, 2005; Favaro et al., 2009;
Gulati et al., 2010; He & Wong, 2004; Köksal & Özgül, 2007; Rollins
et al., 2014). First, exploitive retrenchment strategies, such as store
closings, buyout/takeovers, and pull backs do not necessarily imply
trouble in business performance. Retailers that focus on retrenchment
to improve operational eﬃciency are better positioned to cope with a
tough economic environment. For example, Starbucks, Oﬃce Depot,
Big Lots, and Williams-Sonoma closed underperforming stores and were
able to successfully cope with the Great Recession, as evidenced by
increasing stock prices. Between 2008 and 2012, Starbucks' stock value
increased by 492.2%, Oﬃce Depot's by 10.07%, Big Lots' by 96.41%,
and Williams-Sonoma's by 515.78% (Yahoo!Finance, 2016). Second,
retailers are better positioned to thrive in diﬃcult times when they
identify and invest in growth opportunities due to changing customer
needs and spending patterns. For example, Macy's, Walmart, Chipotle,
and CVS invested in product and/or service development to cater to
changing consumer needs. Stock prices of these retailers indicated
growth; for example, between 2008 and 2012, Macy's stock value increased by 300.14%, Walmart's by 10.07%, Chipotle's by 379%, and
CVS's by 68.23% (Yahoo!Finance, 2016). Lastly, retailers that are able
to balance retrenchment eﬀorts with investment opportunities tend to
be better positioned to cope with recession; successful examples from
our data include Starbucks, Macy's, Walmart, and Big Lots, as evidenced
by their increased stock values. Additionally, in times of economic
stress, political commentators are likely to support economic subsidies
to restructure industries (Makkonen et al., 2014). However, we found
that retailers' desire to remain competitive and invest in changing
customer needs beneﬁts proﬁtability. Therefore, based on our ﬁndings
and suggestions by Makkonen et al. (2014), policy making and

References
Andersson, P., & Mattsson, L. G. (2010). Temporality of resource adjustments in business
networks during severe economic recession. Industrial Marketing Management, 39(6),
917–924.
Archibugi, D., Filippetti, A., & Frenz, M.. Economic crisis and innovation: Is destruction prevailing over accumulation? London, UK: Birkbeck College, University of London. (2012).
Retrieved from http://eprints.bbk.ac.uk/8469/1/8469.pdf (Accessed 06.15.17) .
Auh, S., & Menguc, B. (2005). Balancing exploration and exploitation: The moderating
role of competitive intensity. Journal of Business Research, 58, 1652–1661.
Baker, M. (2009). Tills ring in big chains, but small retailers continue to struggle. The
Sydney morning herald. Retrived from http://www.smh.com.au/small-business/
ﬁnance/tills-ring-%20in-big-chains-but-small-retailers-continue-to-struggle20090708-dcm2.html (Accessed 06.15.17) .
Barker, V. L., & Duhaime, I. M. (1997). Strategic change in the turnaround process:
Theory and empirical evidence. Strategic Management Journal, 18(1), 13–38.
Beckman, C. M., Haunschild, P. R., & Phillips, D. J. (2004). Friends or strangers? Firmspeciﬁc uncertainty, market uncertainty, and network partner selection. Organization
Science, 15, 259–275.
Berman, J., & Pﬂeeger, J. (1997). Which industries are sensitive to business cycles? Monthly
Labor Review. 120, 19–25. Retrieved from https://www.bls.gov/mlr/1997/02/
art2full.pdf (Accessed 06.15.17) .
Bonoma, T. V. (1985). Case research in marketing: Opportunities, problems, and a process. Journal of Marketing Research, 22(2), 199–208.
Bradley, K., & Taylor, S. (1992). Business performance in the retail sector. Oxford: Clarendon
Press.
Brammer, S., & Millington, A. (2004). The development of corporate charitable contributions in the UK: A stakeholder analysis. Journal of Management Studies, 41(8),
1411–1434.
Brunk, K. H., & Blümelhuber, C. (2011). One strike and you're out: Qualitative insights
into the formation of consumers' ethical company or brand perceptions. Journal of
Business Research, 64(2), 134–141.
Bryan, L., & Farrell, D. (2008). Leading through uncertainty. The McKinsey Quarterly,
1–13.
Claessens, S., & Kose, M. A.. Recession: When bad times prevail. (2012). Retrieved from
http://www.imf.org/external/pubs/ft/fandd/basics/recess.htm (Accessed
06.15.17) .
Corbin, J. M., & Strauss, A. (1990). Grounded theory research: Procedures, canons, and
evaluative criteria. Qualitative Sociology, 13(1), 3–21.
Creswell, J. W. (2014). Research design: Qualitative, quantitative, and mixed methods approaches (4th ed.). Los Angeles: Sage Publications.
Creswell, J. W., & Clark, V. L. P. (2011). Designing and conducting mixed methods research
(2nd ed.). Los Angeles: Sage Publications.
Favaro, K., Romberger, T., & Meer, D. (2009). Five rules for retailing in a recession.
Harvard Business Review, 87(4), 64–72.
Gioia, D. A., Corley, K. G., & Hamilton, A. L. (2012). Seeking qualitative rigor in inductive
research: Notes on the Gioia methodology. Organizational Research Methods, 16(1),
15–31.
Goidel, R. K., & Langley, R. E. (1995). Media coverage of the economy and aggregate
economic evaluations: Uncovering evidence of indirect media eﬀects. Political
Research Quarterly, 48(2), 313–328.
Grant, R. M. (1991). The resource-based theory of competitive advantage: Implications

33

Journal of Business Research 80 (2017) 24–34

M. Mann, S.-E. Byun

Retrieved February 14, 2013, from http://www.nber.org/cycles/sept2010.html
(Accessed 06.15.17) .
Nielson. Hispanic Inﬂuence Reaches New Heights in the U.S. (2016). Retrieved from http://
www.nielsen.com/us/en/insights/news/2016/hispanic-inﬂuence-reaches-newheights-in-the-us.html (Accessed 06.15.17) .
Pearce, J. A., & Michael, S. C. (1997). Marketing strategies that make entrepreneurial
ﬁrms recession-resistant. Journal of Business Venturing, 12, 301–314.
Pew Research Center. Five years in, recovery still underwhelms compared with previous ones.
(2014). Retreived from http://www.pewresearch.org/fact-tank/2014/06/23/ﬁveyears-in-recovery-still-underwhelms-compared-with-previous-ones/ (Accessed
06.15.17) .
PricewaterhouseCoopers. The economic impact of the U.S. retail industry. (2014). Retrieved
from https://nrf.com/sites/default/ﬁles/Documents/The%20Economic%20Impact
%20of%20the%20US%20Retail%20Industry%20REV.pdf (Accessed 06.15.17) .
Roberts, K. (2003). What strategic investments should you make during a recession to
gain competitive advantage in the recovery. Strategy & Leadership, 31(4), 31–39.
Rollins, M., Nickell, D., & Ennis, J. (2014). The impact of economic downturns on marketing. Journal of Business Research, 67(1), 2727–2731.
Sands, S., & Ferraro, C. (2010). Retailers' strategic responses to economic downturn:
Insights from down under. International Journal of Retail & Distribution Management,
38(8), 567–577.
Sauvant, K. P., Maschek, W. A., & McAllister, G. (2009). Foreign direct investment by
emerging market multinational crisis and recession and challenges ahead. OECD
Global Forum on International Investment Retrieved from http://www.oecd.org/
investment/globalforum/44246197.pdf (Accessed 06.27.17).
SmartBrief (n.d.). NRF Smartbrief. Retrieved from http://www.smartbrief.com/nrf/
index.jsp?campaign=signup_box_index (Accessed 06.15.17).
Srinivasan, R., Rangaswamy, A., & Lilien, G. L. (2005). Turning adversity into advantage:
Does proactive marketing during a recession pay oﬀ? International Journal of Research
in Marketing, 22, 109–125.
Stice, E. K. (1991). The market reaction to 10-K and 10-Q ﬁlings and to subsequent The
Wall Street Journal earnings announcements. Accounting Review, 66(1), 42–55.
Thompson, R. B., Olsen, C., & Dietrich, J. R. (1987). Attributes of news about ﬁrms: An
analysis of ﬁrm-speciﬁc news reported in the Wall Street Journal Index. Journal of
Accounting Research, 25(2), 245–274.
Voss, G. B., Sirdeshmukh, D., & Voss, Z. G. (2008). The eﬀects of slack resources and
environmental threat on product exploration and exploitation. Academy of
Management Journal, 51(1), 147–164.
Wilson, N., Wright, M., Siegel, D. S., & Scholes, L. (2012). Private equity portfolio company performance during the global recession. Journal of Corporate Finance, 18(1),
193–205.
Wright, M. (1985). Divestment and organizational adaption. European Management
Journal, 3(2), 85–93.
Yahoo!Finance. US stocks quote. Yahoo! Finance (2016). (Retrieved from) http://ﬁnance.
yahoo.com/q?s=GPS&d=1 (Accessed 12.21.16) .
Yalcinkaya, G., Calantone, R. J., & Griﬃth, D. A. (2007). An examination of exploration
and exploitation capabilities: Implications for product innovation and market performance. Journal of International Marketing, 15(4), 63–93.

for strategy formulation. California Management Review, 33(3), 114–135.
Gulati, R., Nohria, N., & Wohlgezogen, F. (2010). Roaring out of recession. Harvard
Business Review, 1–10.
Hampson, D. P., & McGoldrick, P. J. (2013). A typology of adaptive shopping patterns in
recession. Journal of Business Research, 66(7), 831–838.
Hardie, B. G. S., Lodish, L. M., Kilmer, J. V., Beatty, D. R., Farris, P., Biel, A. L., ... Aaker,
D. (1994). The logic of product-line extensions. Harvard business review. Retreived
from https://hbr.org/1994/11/the-logic-of-product-line-extensions (Accessed
06.15.17) .
Hausman, A., & Johnston, W. J. (2014). The role of innovation in driving the economy:
Lessons from the global ﬁnancial crisis. Journal of Business Research, 67(1),
2720–2726.
Haynes, M., Thompson, S., & Wright, M. (2003). The determinants of corporate divestment: Evidence from a panel of UK ﬁrms. Journal of Economic Behavior & Organization,
52(1), 147–166.
He, Z.-L., & Wong, P.-K. (2004). Exploration vs. exploitation: An empirical test of the
ambidexterity hypothesis. Organization Science, 15(4), 481–494.
Hester, J. B., & Gibson, R. (2003). The economy and second-level agenda setting: A timeseries analysis of economic news and public opinion about the economy.
Journalism & Mass Communication Quarterly, 80(1), 73–90.
Kitching, J., Blackburn, R., Smallbone, D., & Dixon, S.. Business strategies and performance
during diﬃcult economic conditions. (2009). Retrieved from http://eprints.kingston.ac.
uk/5852/1/Kitching-J-5852.pdf (Accessed 06.15.17) .
Köksal, M. H., & Özgül, E. (2007). The relationship between marketing strategies and
performance in an economic crisis. Marketing Intelligence & Planning, 25(4), 326–342.
Lettice, F., Tschida, M., & Forstenlechner, I. (2014). Managing in an economic crisis: The
role of market orientation in an international law ﬁrm. Journal of Business Research,
67(1), 2693–2700.
Levy, M., Weitz, B., & Grewal, D. (2014). Retail management (9th ed.). New York City, NY:
McGraw-Hill Education.
Lieb, K. J., & Lieb, R. C. (2010). Environmental sustainability in the third-party logistics
(3PL) industry. International Journal of Physical Distribution and Logistics Management,
40(7).
Lii, Y. S., & Lee, M. (2012). Doing right leads to doing well: When the type of CSR and
reputation interact to aﬀect consumer evaluations of the ﬁrm. Journal of Business
Ethics, 105(1), 69–81.
Little, P. L., Mortimer, J. W., Keene, M. A., & Henderson, L. R. (2011). Evaluating the
eﬀect of recession on retail ﬁrms' strategy using DuPont method: 2006–2009. Journal
of Finance and Accountancy, 7, 1–7.
Mahler, D., Barker, J., Belsand, L., & Schluz, O.. Green winners: The performance of sustainability-focused companies during ﬁnancial crisis. (2009). Retrieved from http://
www.atkearney.com/documents/10192/6972076a-9cdc-4b20-bc3a-d2a4c43c9c2
(Accessed 06.15.17) .
Makkonen, H., Pohjola, M., Olkkonen, R., & Koponen, A. (2014). Dynamic capabilities
and ﬁrm performance in a ﬁnancial crisis. Journal of Business Research, 67(1),
2707–2719.
Mann, M., Byun, S. E., & Li, Y. (2015). Realignment strategies in the US retail industry
during a recessionary time: Dominant themes, trends, and propositions. International
Journal of Retail & Distribution Management, 43(8), 775–792.
March, J. G. (1991). Exploration and exploitation in organizational learning. Organization
Science, 2(1), 71–87.
Miller, G. S., & Skinner, D. J. (2015). The evolving disclosure landscape: How changes in
technology, the media, and capital markets are aﬀecting disclosure. Journal of
Accounting Research, 53(2), 221–239.
Nason, R. S., & Patel, P. C. (2016). Is cash king? Market performance and cash during a
recession. Journal of Business Research, 69(10), 4242–4248.
NBER. Buiness cycle data committee, National Bureau of Economic Research. (2010).

Manveer Mann is an Assistant Professor of Marketing at the Feliciano School of Business,
Montclair State University. She received her PhD from Auburn University. Her research
interests include consumer behavior and retailing.
Sang-Eun Byun is an Associate Professor in the Department of Retailing, at University of
South Carolina. Her research focuses on consumer decision-making, experiential retailing,
and global sourcing/retailing.

34

